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10 Key Concepts:
1. The keys to success lies in perpetual testing of all the variable.

2. What you say is more important than how you say it.

3. The headline is the most important element in most advertisements

4. The most effective headlines appeal to the reader’s self-interest or give news, curiosity , quick, easy way.

5. Long headlines that say something are more effective than short headlines that say nothing

6. Specifics are more believable than generalities

7. Long copy sells more than short copy

8. 3 step process – initial testing, expand testing of winners…learn from results.

9. In a properly controlled test the ad that brings the most inquiries – what we call the first step in two step or multi-step selling usually beings in the most sales.

10. The important thing to remember in testing a series of ads is to keep the booklet, premium, or sample offer subordinated and identical in all ads.  If this is done, you will find that in general the ad that bring the most inquiries also bring the most sales.

11. Three classes of successful headlines – self interest…news…curiosity.

12. Self interest the best headlines when combined with curiosity

13. The purpose of headlines must be to convey a message to people who read only headlines, then decide whether or not they will look at the copy

14. Only when they are interested do they read the copy
15.  The best headlines are the ones that aim at a specific audience and offer that “target market” something its readers want and want badly. 

16.  In offer to impress your offer on the mind of the reader or listener, it is necessary to put it into brief, simple language.

17. There is little sales value in fine writing.  It is what you say that counts, not how you say it.

18. Do not depend on opinions.  Use some kind of objective test to determine the relative effectiveness of advertisements

19. First and foremost try to get self-interest into every headline you write

20. If you have news…get it into your headline in a big way

21. avoid headlines that merely provoke curiosity

22. Avoid headlines that paint gloomy or negative side of the picture

23. Try to suggest in your headline that here is a quick and easy way for he readers to get something they want

24. Use a sensible point of view…would the headline make you decide to buy the product
25. Do not try to make your headline so short that it fails to express your idea properly

26. avoid dead headlines, too smart or meaningless ones

27. Write as many as 25 headlines – turn newspaper pages to see what stops you

28. In long headlines emphasize one or two words – size, bold print – nouns

29. The net of best ads are produced when writer and artist work together as a team

30. Keep it simple and to the point

31. Begin a headline with the word introducing, announcing, or have an announcement quality, new, now, at last,

32. Put a date into your headline, write in news style, feature the price, reduce price, special merchandising offer, easy payment plan, 
33. feature a free offer, offer information of value, tell a story, begin your headline with the words…how to, how, why, which, who else, wanted, this , because, if, advice,

34. Use a testimonial style headline, offer the reader a test, one-word , two word, or three-word headlines
35. warn the reader to delay buying until… let the manufacturer speak directly to the reader, address your headline to a specific person or group, have your headline ask a question, offer benefits through facts and figures.
36. Successful ad are based on one or more of three appeals…sex, greed, fear, duty, honor, professionalism
37. effective appeals…make more money, save money, retirement security, better health now, health care security, security in old age, advance in profession or trade, prestige, enjoyment, easier chores, gain more leisure, comfort, reduce fat, freedom from worry
38. Unsuccessful headlines were not written without a strong appeal, but it was the wrong appeal for that product and that audience.
39. Headline Analysis – Healine/subheads (appeal, wording, size placement), illustrations (subject size, style, placement), layout/colors ( any overall difference between winners and losers), copy (amount, type, size and style), offer (including how to order or purchase) , size (size in relation to the page on which ad appears), medium (name, type, daily, weekly, monthly) placement (where ad ran in relation to medium as a whole)
40. There is no better test of an ad than whether or not it actually sell the product
41. Find some way to test your ads that you know which are effective and which are not

42. don’t imitate fancy art and fancy language…emulate and borrow from ad in direct mail or direct response ads

43. Enthusiasm is just as vital in advertising as in selling

44.  Use interrupting ideas…a startling statement. a shocker…news, preview, quotation, story

45. Readers digest is fact packed, telegraphic, specific, few adjective, arouse curiosity

46.  If your customer asks for the moon, don’t stop there….(next page) Give them the universe….What is your true business…. P.109

47. Straightforward copy – it merely states the facts in the most understandable way possible

48. Story copy – starts off with a human interest situation….

49. You and Me copy…manufacturer speaks directly to the customer – chatty, friendly way

50. Imaginative copy – heightens the reader’s interest in the product by describing it in imaginative terms.

51. Factual copy – the ad that tell the largest number of facts about the product are the ads that make the most sales
52. Facts-plus-style copy –imitates the style of some great master of English prose 
53. Forthright copy – admitting there are some weak points as well as strong points
54. Superlative copy – blow your own horn as loudly as possible
55. Signed copy – manufacturer himself issues a signed statement regarding the product or service – good for cars
56. Title copy – see list p.125 – sex, religion, sports, psychology and science topics
57. Teaser copy – challenges the reader to not read
58. News Page copy – looks like an editorial
59. Competitive copy – compares your product with others – not recommended
60. Twenty ways to increase the selling power of your ad  - use present tense, second person…YOU YOU YOU..
61. Use subheads, Choose simple words, put captions under illustrations, use a simple style of writing, give free information, selling copy versus style copy, arouse curiosity, make your copy specific, use long copy (space ads &direct mail copy), write more copy than is necessary to fill the space, avoid helping your competitors, use mail order methods in direct mail ads, use overstatement copy versus understatement, avoid trick slogans, get help from others, do not say that salesperson will call, study the selling copy in mail order catalogs, make every ad a complete sales talk, urge the reader to act.
62. 32 ways to get more inquiries….mention the offer in the headline, emphasize the word free, show a picture of the booklet or sample, mention the offer in the first paragraph,  use an attractive booklet title, include an attractive description of the offer, include a booklet foreword by a famous person, include testimonials, sweeten your offer, print the value on the coupon, include some selling copy in the coupon, print your address twice in each ad, include a telephone number – especially a toll free number, spotlight fax for ordering – make it toll free, emphasize no obligation, offer certain information in a plain envelope, urge immediate action, include a business-reply postcard, include a fold-over coupon, use a free-standing insert, test several different offers, test several different ads, use the most effective media, skim the cream from various markets, use the most effective space size, use the best season, use the best-pulling positions in publications, study the offerings of your competitors, use long copy, keep records of your results, 
63.  Fine art versus commercial art, make type work for you, feature important words in headlines, picture that get attention – brides, babies, animals, famous people, odd costumes, people in odd situations, that tell stories, romantic pictures. 
64. Pictures must relate to the ad – photos, us heads of people in ads, logos, picture of the product, pictures of the product in use, pictures of people who use the product and showing the reward of using the product.
65. 17 Ways to test your ad…put you newly written ad aside until the next day, ask somebody to read your ad copy aloud to you, opinion test by interview, importance of sales tests, mail-order sales test, testing as and mailings with coupons plus calls by sales rep, testing ads with coupons that offer sample or literature, testing ads with hidden offers, 
5 Statistics / Quotes / Comments

